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HERE are many able 
salesmen who have 
had years of experience 
in this business. 


I can tell any one of them 
how he can establish a 
business for himself. 


: All he needs is a little 
nerve—a little capital 
and enough gumption to 
write to me. 


m 
President 
Jordan Motor Car Company 


Cleveland, Ohio 
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Hupmobile 


Hupmobile, by means of fine materials and determina- 
tive tests, provides safety throughout the chassis. 
here—steering knuckle, steering 


arm, and front axle—are of the finest material that 


can be used. All are drop-forged steel, double heat- 


treated, and are unusually heavy. 


In this group, 


each individual part for each individual car must pass 
the Brinell test, within close limits, for proper hard- 
ness of material, and bears the Brinell hardness mark. 


More than ever before, the Hupmobile 
dealer today is enjoying the advantage 
of Hupmobile sound manufacturing 
and Hupmobile value. Every Hup- 
mobile owner is a sales-maker. He 
gladly tells his neighbors that each 
dollar he paid for his car brought him 
the best and largest 100 cents worth 
of superior motoring it is possible to 
purchase. 


And when he buys a new car—like 
his Hupmobile neighbor—he buys 
another Hupmobile. 


And why shouldnt he? He knows. 
From his Hupmobile dealer, he has 
learned the significance of those thor- 
ough and costly processes of manu- 
facture that have always characterized 
Hupmobile methods. He knows now 
what real motor car values are. 


This pretty contraption down the 
street and that one around the corner, 
he could have for less money than it 
costs to buy a Hupmobile. 


But he lets the glittering parade pass 
on its noisy way. He knows that when 
the parade has passed, his good old 
Hupmobile will still be delivering 
bang-up service. 


Those “‘invisible costs,’’ that have so 
much to do with the proverbially solid 
and substantial qualities of every Hup- 
mobile, have been made visible for the 
public. They are a powerful sales in- 
fluence to every Hupmobile dealer. 


Hupmobile dealers are now equipped 
with parts display boards that sell the 
car In a new way. 

























There are tickets on these parts that 
tell the prospect in black type what 
they are for, how they are made and 
what they are made of. 


The same ticket, in red type, tells a 
similar story about similar parts in 
other cars not so carefully and thor- 
oughly made. 


The average man is generally sold on 
the merit of the Hupmobile before he 
is even approached by a salesman. 


The Hupmobile dealer has, constantly 
working to his profit, a powerful public 
opinion that the Hupmobile is a better 
car to buy from the viewpoint 0 
sound investment. 


Hupp Motor Car Corporation 
Detroit, Michigan 
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The tradename QUALITY 


was selected as the only 
word suitable to fully ex- 
press the actual values in 
each ring that bears this 


name. 
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j= performance of any engine will be no better than 
the performance of its piston rings. 





Over one hundred leading manufacturers of quality engines 
recognize this fact by using QUAL/TY Piston Rings for initial 
installation. They know that every ring in every cylinder 
will function exactly the same as all of the others, and that 
the result will be a fine, smooth and efficient performance. 


And for replacement, QUAL/TY Piston Rings are the logical 
choice as well. Accurately built to the proper oversizes, 
they can be installed in worn cylinders with the full assur- 
ance that they will hold compression, prevent oil leaking and 
render faithful, dependable service over a long and trouble- 
free period. 


As a mark of identification and a guarantee of quality, each 
ring is stamped with the name *‘QUALITY’’. Oversize rings 
for replacement have, in addition, their oversize plainly 
marked on each ring. 









V7. RING Company? 


Muskegon, Muchigan 
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Note the original double sweep design 
and extra length of the Trainor ‘'45” 
which account for its remarkable 
riding and driving qualities. 


Profits Come With Volume Sales 


OLUME and rapid turn- 

over are a money-making 
pair that can be yours with the 
Trainor “45”—the 45-inch 
Ford front spring. 


The constant increase in the size of orders 
received from jobbers and dealers proves 
that the Trainor “45” is a big volume 
seller. Starting with a trial order, jobbers 


and dealers all over the United States 
have built up their Trainor °45” sales 
to a point where they are enjoying fine 
profits from this rapid-moving product. 


The Trainor “45” is different from any 


other so-called long Ford front spring — 
and the sales plan back of it is different 
also. Both the product and the sales plan 
are designed to make the Trainor “45”a 
big money-maker for jobbers and dealers. 


The Trainor “45” is made of the highest grade alloy spring steel— 
Trainor treated—bronze bushed—and backed by the unqualified 
Trainor Guarantee of satisfaction to the user. Complete with fittings. 


EIGHT-LEAF NINE-LEAF TEN-LEAF 
for Roadsters and Touring Cars for Coupes and Sedans for Trucks 


Price $10.00 Price $11.25 Price $12.50 


The Trainor “45” is sold only 
through automotive jobbers. 
Jobbers interested in our dis- 
tributing proposition should 


“The Trainor Way”, an im- 
proved method of — re- 


placement springs, is making 


a ——« e money for jobbers every- 
write us at once. | SON CASS _ where. Wie for it! 





TRAINOR NATIONAL SPRING COMPANY — NEW CASTLE, INDIANA 
Export Department, 256 Broadway, New York City. 
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“If I’'d Only Bought 
That Autowline!”’ 


Picture a muddy country road, miles from 
town—your car is deeply mired in a ditch— 
and on top of that it starts to rain! Finally 
you have hope—you hear another car ap- 
proach—you stop it—but no use; its driver 
left his Basline Autowline at home. And 
you have always put off buying one! 


Don’t wait until such a situation actually 
does happen; safeguard against emergen- 
cies by getting a Basline Autowline at once. 
Then carry. it with you at all times; it 
weighs only several pounds, and fits under 
your seat cushion. It’s the “Little Steel 
Rope with the Big Pull.” 


Basline Autowline is made of world- 
famous Yellow Strand Wire Rope. Insist on 
getting this original wire rope towline. Snaps 
on instantly and securely with patented 
Snaffle Hooks. Only $4.95, east of the 
Rockies. 


MONEY FOR JOBBERS and DEALERS 
Basline Autowline pays you a good profit, it sells 
well, and is the ONLY Nationally-Advertised 
towline on the market. Push it this season. 


BRODERICK & BASCOM 
ROPE CO. 


ST. LOUIS—NEW YORK 


BASLINE 


AUTOWLINE 
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All the little Loose-leaves and old Mr. File 


The troublesome loose-leaf family and rough Mr. File. 
No one wants to fuss with a bunch o’ loose leaves—when it’s so easy to 
PEEL LAMINUM. 


Busy repairmen never waste time filing a solid metal. They PEEL off the 
layers of LAMINUM. Everyone PEELS shims, saving 1 to 4 hours on each 
adjustment job. A shim for every make of car. 
NATED Shims. 


All jobbers sell LAMI- 
Address “Sales Department” 


LAMINATED SHIM COMPANY, INC. 
14th St. and Governor PI. 


Long Island City, N. Y. 
St. Louis: Mazura Mfg. Co. Detroit: Dime Bank Bldg. 
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§ out of 10 


[= not the customer who comes in that makes business 





prosperous, but the customer who comes back. That’s true 
in all businesses. Particularly in selling automobiles. 


Records show that 8 out of 10 Studebaker buyers repeat! 
That’s due to three things: 


1—The universal satisfaction of Studebaker cars in the use of owners. 
2—The recognized greater dollar-for-dollar value of every Studebaker. 


3—Studebaker’s complete line—3 distinct models in 13 body types. 


Now consider number 3 for a moment. 


No matter which Studebaker the buyer selects, there’s always another 
Studebaker, of the exact size, style and price, that will suit that buyer 
when he comes into the market again. 


8 out of 10 “repeaters” proves the value of handling a complete line— 
the Studebaker line. 


Repeat business is easiest to get—when you are equipped to get it— 
and requiring less sales effort, is thus most profitable. 


Every repeater is a booster. He is enthused over his car so he tells his 
friends about Studebaker—and he tells the dealer about these friends. 


The dealer who is not getting the repeat business, is not building for 
the future. 


There may be a Studebaker opening in your city. A card to us will 
bring you the information. 




















LIGHT-SIX SPECIAL-SIX BIG-SIX 
5-Pass. 112-in. W. B. 40 H. P. 5-Pass. 119-in. W. B. 50 H. P. 7-Pass. 126-in. W. B. 60 H. P. 
Touring. . . . . $1045 Touring. . . . . $1425 Touring. . . . . $1750 
Ae eer a Roadster (2-Pass.) . 1400 Speedster (5-Pass.) . 1835 
Coupe (5-Pass.) . . 1395 Coupe (5-Pass.) . . 1895 Coupe (5-Pass.) . . 2495 
Sedan... . . = 1485 a +. «¢.s & +l Sedan... . . 2685 








(All prices f. o. b. factory) 


THE STUDEBAKER CORPORATION OF AMERICA 
SOUTH BEND, INDIANA 


THE WORLD’S LARGEST PRODUCER OF QUALITY AUTOMOBILES 
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Oakland’s new L-head engine is a 
masterpiece of light-six engineering. Its 
design is the very latest. 


The transmission is a unit with the 
engine. Gears of the finest alloy steel 
and liberal ball bearings, insure quiet and 
long life. Gear shifting is actually a pleasure. 


3 The rugged, drop-forged, “I”? beam 
front axle was purposely designed for 
thiscar. Its correct construction insures easy 
steering and safe driving. 


Oakland’s semi-floating rear axle is 

the last word in axle design. Its nickel 
steel gears, Hyatt and New Departure bear- 
ings and spiral bevel gear drive make it 
silent and efficient. 


Oakland’s four-wheel brakes are built 

into the chassis. Many months of 
service by tens of thousands of owners prove 
that this construction is most desirable. 
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Oakland’s frame is of pressed steel, 

5-32 of an inch thick and is rigidly 
braced with five cross members. In compar- 
ing frames, do not neglect. the fact that the 
thickness of the steel is very important. 


7 The steering gear is unequalled for 

easy and convenient driving. All engine 
controls, as well as horn button and 
lighting controls, are mounted on the steer- 
ing wheel, an exclusive feature. 


Demountable disc steel wheels—five 

of them—are standard equipment on 
all models. On most cars you pay extra 
for them. 


Long, easy-riding springs; Harrison radiator 
with heavily nickeled shell; completely en- 
closed universal joints and tubular drive 
shaft are other important features. 


Examine the Oakland Six yourself. Compare its design and construction 
with that of any other car. You will then understand why so many good 
dealers are selecting the True Blue Oakland as the best car in its class to sell. 
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Note—The Marmon factory is running day and night to keep 
production at a pace with sales 


After all, it is in the Pullman smoker, the lounging room of 
the club and over the lunch table that the public settles the 
destinies of its manufactured products as it does its candidates 
for office. 


Every new success gathers quick momentum when success- 
ful Americans everywhere start talking about it. 


Nearly every motor car conversation nowadays contains 
some mention of Marmon’s remarkable progress. 


People are buying Marmon this spring with the knowledge 
that Marmon is rapidly in the ascendant. 


This new, increased interest in Marmon comes from every- 
where — from cities where Marmon is already represented 
and out of rural communities in the form of inquiries from 
dealers who have sensed the trend toward Marmon and are 
eager to become allied with it. 





NORDYKE & MARMON CoO.’ Established 1851’ INDIANAPOLIS, U.S.A. 
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WEED BUMPERS 


Your success in selling bumpers depends 
on these factors: You must carry the right 
bumpers to suit every type of car. You 
must carry correctly designed fittings to 
make each installation simple, yet rigid 
and permanent. Your bumpers must 
meet the Underwriter’s approval so as to 
secure reduction in collision insurance. 

The dealer who sells Weed Bumpers 
enjoys all these advantages and more. 
He is backed up with a nation-wide ad- 
vertising campaign which stimulates the 
demand for Weed Bumpers. 





WEED “STURDY” SPRING-BAR BUMPER 
2%-inch—List Price Complete 
Black, $26.00; Nickel, $28.00 
WEED “SAFETY” SPRING-BAR BUMPER 
(Same design as cut above) 2-inches—List 
Price Complete—Black, $21.00; Nickel, $23.00 


WEED “SERVICE” BUMPER 
14-inch — List Price Complete 
Black, $16.50; Nickel, $17.00 


WEED “SAFETY LIGHT CAR” BUMPER 
14-inch — List Price Complete 
Black, $12.50; Nickel, $13.50 


— — — 
WEED “SECURITY” BUMPER 
14-inch — List Price Complete 
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WEED CHAINS 


Everybody is partial towarda genuine article, whether 
it’s a diamond or a tire chain. Weed Chains are the 
genuine and original tire chains, and that’s one of the 
reasons why they are the most popular. 


Every dealer should 


take advantage of this by car- 


rying a full stock of Weed Regular Chains, which 


have been used for the 


last 21 years, to prevent skid- 


ding, and also the Weed DeLuxe Chains, the im- 
proved tire chains with the reinforced cross chain links. 
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WEED PLIERS 


are especially designed for repairing Weed 
Chains. Every Car owner should have a 
pair because they enable him to remove and 
attach Weed Cross Chains easily and quickly. 
Sell every customer a pair when he is buy- 
ing Weed Cross Chains and he will become 
another strong booster for all Weed Products. 





AMERICAN 


TIRE LOCK CHAINS 


give you an opportunity to sell real protection 
against automobile tire thieves. The flat links, 
covered with good looking leather, give the 
chain a strap-like action, permitting their being 
drawn closely around tires and tire-holders. 





CAMPBELL COTTER PINS 


The motorist, as well as the service station 
mechanic, will appreciate the difference between 
the Campbell Cotter Pin, which is self-spread- 
ing, and the ordinary cotter pin, which lacks 
that feature. 


May 15, 1924 


WEED Accessories 


| for Safety and Economy 


’ 


Nickel, $12.50 You, Mr. Dealer, will appreciate the difference 


in your sales, too. Your customers who come to 
you for the best cotter pins will eventually 
buy other profitable Weed Products from you. 


WEED CHAIN-JACKS 


Here is what one dealer who sells a lot of Weed Chain- 
Jacks tells his customers: ‘‘First you extend the tele- 
scopic handle to its full length. This makes it easy to 
place the jack under the axle. Then you just give the 
chain a few easy pulls, and up goes the car. When you 
want to lowerthe 

car,afew pulls in 

the other direc- 

tion and down 

she goes! How’s 

that for conven- 

ience !” 

















WEED “SENTRY MODEL A” BUMPER 
2%-inch —List Price Complete 
Black, $27.00; Nickel, $28.00 
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WEED “SENTRY MODELS B AND C” 
BUMPERS — Model B, 2-inches, List Price 
Complete—Black, $22.00; Nickel, $23.00 
Model C, 1%-inch, List Price Complete 
Black, $19.50; Nickel, $20.00 
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WEED “SENTRY MODEL D” BUMPER g 




















14-inch — List Price Complete 
Black, $16.50; Nickel, $17.00 


| AMERICAN CHAIN COMPANY, INC. 


BRIDGEPORT, CONNECTICUT 
In Canada: DOMINION CHAIN COMPANY, Limited, Niagara Falls, Ontario 


District Sales Offices: Boston New York Philadelphia Pittsburgh San Francisco 


World’s Largest Manufacturers of Welded and Weldless Chains for all Purposes 


Chicago 
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Organizing the Shop for Summer Service 


In the preparation of this Summer Service Number of Moror AcE the editors have kept in mind the fact that 
in order to operate most efficiently and profitably during the summer season when business is at its peak the auto- 
motive shop must be properly organized. This means, of course, that the organization must be well balanced. Con- 
sequently the subject of organizing the shop for summer service is treated here under the following three main 
divisions: 
EQUIPMENT—“The well-equipped shop turns out the work.” 
METHODS—“The shop that knows how gets the profits.” 
PERSONNEL—“The well-manned shop gives satisfaction” 
A more detailed guide to the contents of this issue follows: 
Maintenance Outgrows Sales—By Sam Shelton. .........s0ccssccsescssccccccscccccccssccccccccccccccsccceces Page 11 
The volume of business done in supplying and keeping up the cars on " the road greatly exceeds the 
volume of new car and truck sales. Why maintenance demands will increase. 
The Fable Of The Alley Rat—By Tom Wilder..........-essescseeccsecscescceeccesccsenceseececsesseceeers Page 15 
Being the story of a repairman who saw the possibilities of tourist trade and sold his service while 
the old time dealer was content merely to sell cars. 
Let Equipment Help You Meet The Peak Of Summer Service—By B. M. Ikert......-+++ssesseesseeeeeeeceeees Page 17 
It is not always the shop with the most machinery in it that sells its maintenance the best. Choosing 
the right kind of equipment and coupling it with good methods is what makes it easier to turn out more 
work in a given time. 
Profits That Grow By The Wayside—By A. H. PN 0640 nus cepecasnaceceiaeinewercetecasesseieasenal Page 22 
A tow car is the ‘ ‘Go get ’em salesman” of service and makes it possible to bring more work into the 
shop. More work in the shop stimulates the sales of accessories, oil and gasoline. 
Profitable Equipment For Dispensing Oil and Gasoline—By Edward D. Jones.........++ssseseeeeeeeees — 
If there is any one point where customers want service it is at the gasoline pump out on the curb. 
Most people are in a hurry and equipment and methods are a big item as to the service they get. 
Gypsy Highway-—A Cartoon by Carl Most.......sseeeeseecssccccccccenccnneceteeeeeeeeeseteneceeeeeneees ..-Page 26 
This page should inspire the addition of camping and ‘touring accessories to the dealer's stockroom, 
also to have the tow car handy. 
First Maintenance Equipment Show..........cccseceereceecseeeeeeeeseseeeseeeeeneecsesasteseseesseeeesees Page 27 
The eyes of all nations will be attracted to this gala event—the first of its kind to be held in this 
country. About 100 makers will exhibit tools and machinery. 
Riahebennnn Tepeineet ed at Gh a oo oo. ink nn 08 cnc eienecedsevds seeensancceeiasarsncgesiasvees Page 29 
A description of the shop equipment which will be on exhibition at the National Automotive Service 
Convention, May 19-23. 
Servicing Clutches and Transmission—By H. A. Pierce and B. M. Ikert.............cccccccccccuccecccucccecs Page 41 
This article sets forth the precautions which must be taken when servicing clutches and gearsets and 
also tells how to make the necessary adjustments on transmission roller bearings. 
Locating Engine Misses—By A. H. Packer..........seesseseccscceecssccecescececccccsssesceseeeeesnsseneees Page 48 
Every service man now and then gets hold of an engine which he cannot make hit on all six, four, 
eight or whatever the number of cylinders is. This article will help him to locate a faulty cylinder. 
eed FS Ge Fi A Fir 6.4.90 don cdnncesercedssceneieiscdigucsenesansasaieidodainanee teasenaee Page 51 
It often becomes a problem how to charge customers for those small jobs which require only a few 
minutes. This story offers several suggestions. 
Ten Commandments For the Maintenance Dealer—By Paul L. Dumas................cccccccccecccccccccccece Page 52 
Probably all that is good in service and for which Moror Ace has stood for many years is summed 
up in these ten commandments. It will not be time wasted to memorize them. 


eT Ee nT ee Page 53 
This is a short analysis of the ten commandments. 
Seen Se ae Ge Bi i iio 6s 0 nha Rhee Raia; di Page 54 


Some people say they are off the automotive repairmen for life and if you want to know their reasons 
why read this article written in a humorous vein. 


ek Oh I i ook hs nea mebecieeetiegs Rekes bb cndiedietiiped wnt bE ecu Page 56 
In this article, a timely one by Dan, he points out an old moral in a somewhat new light. 
Petes Oe 6 Fe Te Fs TT 6.0.0 6.6. 50:0. 06.60'00 0006060060506 06b08dn ees indcastnecsdaewicencencesd Page 57 


It’s going to be a busy season and some of you will want to put on a night shift. How to do it is set 
forth in this article. 
Fo Gat Fee Sree ee ee Fe Bi ie in tok ns oso kinkhe ia ngensdccdeasnennns onsedpesnseignonscnns Page 59 
It’s one thing to get a good mechanic, but how to keep him, that’s the problem. This article offers 
timely suggestions. 


EE cite ieiaetcndncenesentskieseiecdacsakingesneienen lender Page 62 
Te vn enes ee Te Ce CT Page 64 
PURIREDETSBE aE a 55550 5:5 55 55 15 ak hie Ss SAWS OHTENIOR OSLER CET SOR eA ene .-Pages 75 to 90 


A valuable collection of data setting forth the oil capacities of crank cases, make of units, engine 
data, serial numbers of cars, etc. 
I kn ececdandcekienensndncksdckdedisend ateiectensinieeiiieenesselie deena Page 92 
These are not specially selected for the Summer Service number of Moror AcE, but who does not 
enjoy a joke in summer as well as winter? 
OE ee Fs n't on nghencinséccscuesiawnssssannedsatbdaemiaesbiieeeaeell After Pages 16, 48 and 56 
These trouble shooting charts are designed to cover practically all of the derangements which prevent 
an automobile operating properly. The charts are: Generator Fails to Charge Battery, page 16; En- 
gine Misses, page 48; Starter Does Not Crank Engine, page 48; Engine Will Not Run, page 56 
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— New Car and 
— Truck Sales 


1923 
| Passenger Car Sales-$2,580,100,000 
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Service Station & 
1923 

Retail Charges 


Replacement Parts- $655,400,000 
Replacement Tires- 712,600,000 
Accessories - 241,500,000. 


Hi Labor Charges- 900,000,000 


































































































An Analysis Showing How Vastly the Business of Keeping up and Supply- 


ing the Motor Vehicles in Operation E 


xceeds in Volume the Business 


of New Car and Truck Sales 
By SAM SHELTON 


posts marked “Maintenance.” 


T HE road to greater and continuous profits in the retail 
Maintenance in the broad sense used here means the 


branch of the automotive industry follows the guide 


service labor, replacement parts, tires, accessories, 


lubricants, fuel and supplies required to keep the nation’s motor vehicles in satisfactory and profitable operation. 
It means, in other words, the constant delivery of trans portation. 


The maintenance field, therefore, comprises the sales oppor- In a reeent issue of Motor AcE a full page editorial was pub- 
tunities which logically follow the sale of new motor vehicles. lished under the title “A Business that Will Not Slump.” This 
It constitutes the retail automotive merchant’s opportunity for editorial was devoted to the growing importance of mainte- 
sustained volume of business regardless of the ups and downs_ nance as a factor in the business of uninterrupted automotive 


of new car and truck sales. tran 


sportation. We feel it is well to quote here the conclud- 


So rapidly has maintenance grown that it has now out- ing paragraphs of that editorial: 


stripped in volume the total business done in the distribution 
of new passenger cars and trucks combined. Taking for com- 
parison the statistics for 1923, the latest available, we have 
the following figures as compiled in part by the research de- 
partment of the Chilton and Class Journal companies and pre- 
viously published in the Automobile Trade Journal: 

NEW CARS AND TRUCK SALES AT RETAIL 


EE $2,580,100,000 
I iiirsitiuscntniniieiicsiibinicintithabicaiticiveinestacnitaiieid 381,600,000 
eR $2,961,700,000 
MAINTENANCE—RETAIL VOLUME 

Replacement parts ......................--.-.--0---- $ 655,400,000 
Tires for replacement ............................ 712,600,000 
Accessories to car owners .................... 241,500,000 
I ated 900,000,000 
I yicicstictencsininisbsacincninsclattaansereinaieati 1,326,232,000 

iiechnbihsniticenntaictntilidiacncimmsiinesel $3,635,732,000 


These figures are eloquent with sales opportunity. They re- 
veal an astonishing field for profit‘in a business which up to 
afew years ago was looked upon as a necessary evil in con- 
hection with the marketing of new motor vehicles. They tell 
the story of how many automobile dealers today continue to 
Make adequate net profits in the face of intense competition 
and extraordinary costs in the sale of new vehicles. 


Automotive transportation as a business is not alto- 
gether dependent upon the sale of new cars, but it does 
depend upon the maintenance of those cars already in 
service. Of course a certain proportion of cars will pass 
the stage of profitable repair each year and will be junked, 
but with improvement in quality of vehicles, in the knowl- 
edge of economical operation and in methods of mainte- 
nance the modern motor vehicle shows surprising 
longevity. 

In case of business depression of such magnitude as to 
affect the sale of new motor vehicles it most likely would 
be found that owners would be much more inclined to have 
old vehicles reconditioned. For a smaller capital outlay 
than would be required to buy a new vehicle they could 
continue to enjoy the use of automotive transportation. 
Many businesses probably would find that by judicious use 
of automotive transportation they would materially reduce 
their expenses of operation. 

Come what may, boom times or dull, it is apparent that 
an era of more intensive automotive transportation is upon 
us. Improved roads and more of them are a factor in 
this. The cars that are out will be used if the owners can 
figure out any way to use them. 

One thing that will increase the use of them is the real- 
ization of the slogan “To reduce the cost and improve the 
quality of service,” adopted by the Nationa] Automobile 
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40,000 miles of highways. Up to the first of this year more than 27,000 miles of this project had been completed and work is going ahead 
all county seat towns in the United States with roads that may be traveled all the year 
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Chamber of Commerce and associated organizations for the 
maintenance equipment show to be held in Detroit in May. 

Dealers who are selling automotive transportation rather 
than just selling automobiles need not worry about busi- 
ness. If they conduct real transportation stores they will 
have plenty of business. They will experience a wonderful 
demand this year for automotive maintenance and sup- 
plies, whether they sell any new cars or not. If they do 
business on an honest and fair basis they will have plenty 
to keep them busy all this year and next. With a well 
equipped shop and an adequate stock of supplies the pro- 
gressive proprietor of a transportation store can count 
himself practically independent of temporary ups and 
downs in the new car sales volume. He is engaged in a 
business that will not slump. 


Since the foregoing was written reports of declining sales 
of new cars have come from some communities, and yet ser- 
vice stations and repair shops are full of work. Registrations 
are approaching unprecedented figures for this time of year 
and it appears that a greater proportion of the cars previously 
in service have been reregistered than ever before. In Chicago 
passenger car registrations already are nearly equal to the 
total of the entire year of 1923 and trucks of more than one ton 
have already exceeded last year’s figures. The license collector 
declares the percentage of reregistration is greater than ever 
before. 

What does all this mean to the individual dealer, the repair 
shop proprietor, the garage man? 

It means that our business structure for supplying the cars 
and trucks with the essentials of continuous’ operation is not 
yet complete. That the field is developing and opening wide an 
opportunity to render a service for which there is a growing de- 
mand and build up accordingly a permanent and profitable 
business. 

Although passenger car and truck production in 1923 broke 
all records, this fact does not mean so much to the maintenance 
industry as does the fact that the accumulation of motor vehi- 
cles registered and in service had reached the total of 15,222,- 
658 on Dec. 31, 1923. 

More than 15,000,000 automobiles and trucks doing daily ser- 
vice on the highways and streets of the United States! 

Slightly more than one-fourth of all these were put out last 
year, the total production for 1923 having been 4,086,997. 
Naturally the maintenance requirements for these 4,000,000 
vehicles have not been very great up to this time, except for 
fuel and oil needed for operation. The majority of these cars 
and trucks have not found it necessary to visit the repair shop 
for any great attention, although the time is near when they 
will become candidates in increasing number for more or less 
complete overhauls. 

This means immediately an increase of approximately 25 
per cent in the demands upon service stations for maintenance 
work, provided most of the vehicles that were in use last year 
continue to be used this year, and the service demand will 
grow as the year progresses. 

It is significant from the standpoint of the maintenance in- 
dustry that the number of establishments engaged in this busi- 
ness has not increased in the same proportion that registra- 
tion has increased. Figures compiled by Automotive Industries 
show that the number of motor vehicles per service station on 
the first of each year for the last six fears was as follows: 

1922 177 





217 
In percentages this means that each service station had on 
Jan. 1 a total of 52 per cent more potential customers than on 
Jan. 1, 1919. The total registration at the end of 1918 was only 
6,105,588 motor vehicles. Thus in the five years the total ot 
available customers for the service stations has more than 
doubled. If the number of service stations had likewise 
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doubled the potential number of customers per station would 
have remained the same, but the increase in service stations 
has lagged far enough behind that the individual service Sta- 
tion’s field for business today is 52 per cent greater than it 
was five years ago. 

Many service stations and maintenance shops, of course, haye 
increased their business much more than 52 per cent. They are 
the wide-awake, front-rank ones that always march abreast of 
progress. They are the ones quick to see opportunity and 
quicker to grasp it. They have learned the meaning of rea] 
service and by the quality of their work and fair treatment of 
their customers they have drawn other customers to them. 

It is interesting to compare motor vehicles registration in the 
United States since 1912 with that of today. Here are the 
figures: 


6,105,588 


10,505,630 


In connection with these figures let us compare production 
by years for the same period. The figures are as follows: 
378,000 
485,000 
569,054 
892,618 


It will be noted that twice in the period covered by these 
figures total production dropped back below the total for the 
preceding year, but that the record of registrations in an un- 
broken progression of increases. The first backward step in 
production was in 1918, a war year, when the output was 1,153,- 
638 as compared with 1,868,949 in 1917. 

The registration for 1918 however, was 6,105,586 as com- 
pared with 4,970,671 in the preceding year. 

The next recession in production occurred in 1921 when the 
total was 1,661,550 as compared with 2,205,197 in the preceding 
year. The registration for 1921, however, increased to 10,505,- 
630 as compared with 9,206,141 in 1920. 

On the basis of these comparisons it is logical to conclude 
that even if production this year should fall below the record 
of last year we shall nevertheless come to the end of the year 
with a substantial increase in the total registration. 

This means a steady increase in the demand for mainte- 
nance service and those supplies and equipment that are needed 
in the daily operation of motor vehicles. It means more work 
for the repair shop greater sales of gasoline and oil, increased 
demand for accessories and equipment, more refinishing of old 
cars, more garage storage, more overhauling and consequently 
a greater sale for replacement parts and tires. 

These conclusions would be well founded if we had stood still 
in the matter of highway improvement. The fact is, however, 
that with more hard surfaced roads we may expect a propor- 
tionately greater use of the vehicles in service. 

Highways are undoubtedly the greatest factor in the in- 
creased use of motor vehicles, in the mileage of transportation 
that they deliver. With the touring season upon us we find 
the United States equipped with 35,000 miles more of surfaced 
highways than were available last year. The surfaced high- 
ways of the United States on Jan. 1, 1924, total approximately 
430,000 miles. This is a comparatively small figure as com- 
pared with a total highway mileage of 2,940,000, but it means 
a great deal when we calculate how many paved avenues it 
would provide from coast to coast. 

And presently we shall see these avenues filled with cus- 
tomers for the automotive maintenance shops which have fol- 
lowed the guide posts to profits. 


om] oh wl aA el 


How the opportunity for profit in maintenance has grown. This shows the number of motor vehicles per service station by years. 
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The Fable of the Alley Rat 
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How Summer Service and Continuous Service Made Him a Dealer 


School, a regular unadulterated 

merchant, nothing more, nothing 
less. He learned his Line in the dry 
goods business and had the buy-’em-at- 
wholesale, sell-’em-at-retail, keep-the- 
difference mind, and when the stuff was 
sold he was through, he wanted no come- 
pack. He was not the guy who adver- 
tised your “Money Cheerfully Refunded 
if goods. are not satisfactory.” He did 
business ON a Narrower margin than 
some and so did more than his share, but 
he didn’t want anything to interfere 
with his profit. He didn’t believe in kid- 
ding customers along, his store wasn’t a 
Tea Room or an Afternoon Reception. 
Customers could come and buy his goods 
and get out so that the clerks could wait 
on others. He made deliveries because 
his competitors did, but it Went Against 
the Grain; it was like giving Something 
for Nothing and that was hard to do— 
for him. 

When he Canned his Dry Goods busi- 
ness and cast his lot with the Autos he 
wanted to Put them Over the same as he 
had thread. He kept a man for adjust- 
ments and 90-day service because the 
factory paid the bill, but beyond the 90 
days the owner had No Chance, the 
Books were Closed. 


Thus Rufus P. Boggs—for that was the 
way he signed himself, with plenty of 
flourish like a Bank Pres., so that it 
couldn’t be read but looked Swell and 
always exactly the same—found himself 
a prosperous dispenser of one of the 
more popular makes of cars. Prosperous 
perhaps on account of the popularity of 
the car than any ability of his own. But 
far be it from Boggs to sense that; he 
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Service to him was a distressing mess 


By TOM WILDER 


considered the popularity of the Runwell 
in his territory due entirely to his own 
ability in placing so many, backed up, of 
course, by the factory’s ability in pro- 
ducing a good car. 

Now it happened that in this same 
town there was a repair man; one of 
the Alley Rat variety known as Steve, a 
big, burley, goodnatured Nut who let 
everyone Ride him and liked it. It 
‘tickled him Pink to have the Boys come 
around and slap him on the back and 
ask him, “What makes my car buck?” 


Steve had rather Chase Trouble than 
Pipe a movie, which is Saying a Mouth- 
ful, for Steve sure was fond of his Melle- 
dramie. 

He would work an hour locating trou- 
ble and charge nothing for it, saying 
when they protested, “Oh, that’s just fun 
and a little advertising. When you want 
some real work done you can come to 
me for it and I'll fix you up Right. You 
know a fellow has to advertise. You can 
pay me with a Boost if you like.” And 
they did, for everybody liked Steve and 
he usually had more work than he and 
his Grease Hounds could Lap Up. 


Start Nothing to the Future 


Steve was as progressive as he was 
good-natured. Just because he started 
as an Alley Rat proved nothing of his 
future. Before he had progressed to the 
point of being busy all the time he put 
on a helper so that he could be free to 
meet customers and “do a little adver- 
tising,” as he called it. 


It was about the time Steve was mak- 
ing his first move into larger quarters 
that Boggs discovered his existence and 
made inquiries as to his abilities, for he 
has been not a little concerned over this 
Service Bugaboo that all-of a sudden was 
looming so big with factory men. While 
he couldn’t get any sense out of it he 
realized that if they said Service, service 
it must be, though he had no taste for 
anything that he could see no money in, 
and furthermore it was a most distress- 
ingly dirty mess—nothing for a business 
man and a gentleman. 

He sent for Steve and asked him how 
he would like to be made the Official 
Service Man for Runwell cars. Steve 
said he already enjoyed that honor un- 
Officially but had no objection to a pub- 
lic announcement if Boggs wished to 
make one but would not consider him- 
self under any obligation to Boggs. 

This, of course, was furthest from 
Boggs’ thought and he hastened to Put 
Steve Wise. 


The combination worked out fine. 
Boggs virtually has established a first- 
class service station without investment 


or worry. True, it didn’t pay him any 
profit, but on the other hand it didn’t 
return any loss, so everyone was happy. 
Steve also benefited, although Steve al- 
ready had most of the Runwell service. 
His business continued to grow and he 
was again obliged to seek larger quar- 
ters. 


Now Steve had always read the Trade 
publications and had long been a be- 
liever in accessories. Here was his 
chance to try them out, touring was 
yearly becoming a bigger thing and tour- 
ists needed both service and accessories, 
therefore his cue was to locate on the 
main tourist route through town; that 
would not interfere with his present 
trade and would allow him to Tune In on 
the new line. Steve finally found a 
large lot, for he wanted plenty of room 
to grow, well situated on the corner and 
preparéd to build. He had a Sneaking 
Idea that he might also want to handle 
a car some day, so he set his building 
back from the main street far enough to 
build a good liberal showroom when the 
time should come. 


Knowing that he must use the vacant 
space some way his first idea was a fill- 
ing station, but there were already two 
good ones in the neighborhood that were 
barely paying and a third would either 
not pay or ruin one of the others, so as 
Steve didn’t like filling stations anyway, 
he changed his mind and devoted the 
space to more pleasant things. He built 
a very fancy accessory display booth on 
the corner to attract the attention of 
passing motorists and built a walk 
across the open space as a short cut but 
really to bring people past his main show 
windows. The rest was trimmed up in 

















Steve would rather chase trouble than see a 
movie 



























































grass, shrubs and flowering plants till it 
had the city park Beat a Mile. 

Old Boggs watched Steve's progress 
with considerable wonder and annoy- 
ance. Here was a Boob Alley Rat, an 
Ignorant Mutt, in Boggs’ opinion, who 
had jumped in a few years from nothing 
to the biggest place in town, he must be 
presumptuous to expect to make good on 
nothing but service and the sale ot 
trinkets. What was the business coming 
to? 

As the season progressed Steve’s place 
gave vivid witness to his sagacity. There 
was always someone seeking something, 
usually the service shop was crowded 
and on fine days, Saturdays and holi- 
days, it was a Mad House, but Steve was 
always on hand helping where help was 
needed, passing on a difficult case of 
trouble, giving strangers tips on the 
roads, advising this or cautioning against 
that, always good naturedly and with the 
genuineness that made everyone like 
him. 


A Peeve to Boggs 


Steve’s growing popularity was a con- 
stant Peeve to Boggs who was becom- 
ing so jealous that he was going cuckoo. 
He imagined that his support had done 
much to help Steve to his present place 
and resolved to withdraw it, but when 
he tried to find someone to take Steve’s 
place he was forced to Back Up. He was 
actually falling under Steve’s dominance 
and it made him Bugs. 

Customers would come to him for an 
opinion and when he advised them they 
would say, “Well, I’ll see Steve and find 
out what he thinks,” or “I do know Steve 
says so-and-so and I think he’s right.” 

As fall came on and Steve’s work be- 
gan to drop off he resolved to force 
things a little and sent a letter to all his 


Runwell owners, among others, quoting. 


special winter overhaul prices. Among 
other things he advised many owners 
who might be inclined to trade in their 
old cars for new ones to consider the 
advisability of having them rebuilt and 
overhauled thoroughly. They would be 
as good as new at a saving of several 
hundred dollars. 

When Boggs heard of this proposal he 
went Up in the Air. To think that the 
Bird he had raised from an Alley Grease 
Hound should Slip him the Double Cross, 
deliberately Frame to Separate him from 
his Prospects! He sent for Steve, but 
Steve was very busy, so the right honor- 
able Rufus P. Boggs went to Steve with 
a chip on his shoulder and there was a 
Large and Stormy Scene. Fireworks and 
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Righteous Wrath were the features of the 
meeting, which we would like to report, 
but fear the copy would be unprintable. 
Anyway, when it was over Boggs blew 
Out with his head in the air, his jaw Sez, 
and it was plain that he had given Steve 
the Air. 

Steve was grieved almost to laughier, 
for there was not another service station 
in town capable of taking care of Run- 
well Service properly. Throughout the 
fall and winter Steve Sawed Wood on 
overhaul jobs and in the spring was Sit- 
ting Pretty to receive the spring Rusn 
and the Advance Guard of the Tourists 
with open arms. His experience of the 
previous summer had sold him on the 
value of summer service, and he went 
after all there was in it. 


Now it came to pass, that the Runwell 
Sales Manager had his eye on Boggs for 
several reasons, the principal being that 
Boggs’ sales were falling short of the 
mark set by other men in similar terri- 
tories. Another was that complaints were 
increasingly common about Boggs service 
or rather his lack of service. So when 
he sent one of his assistants to look over 
the ground it is not surprising that in 
his report the assistant recommended 
that Boggs be canned and that Steve be 
secured as a new dealer to replace Boggs 
if he could be signed up. 


After hearing his assistant’s story of 
Steve’s layout the S. M. decided to go 
personally and see Steve, and in due 
course of time found himself confronting 
the former Alley Rat in all his glory, for 
Steve’s shop was busy as a beehive and 
Steve was the Queen Bee. 

“Pretty busy place you have here,” says 
the S. M. 

“Buzzier’n a dog chasin’ flies,’ says 
Steve. “Be with you in just a minute,” 
and he was off to take care of a man 
whose repair job didn’t suit him. 

“You seem to give a good deal of serv- 
ice on Runwell cars,” says the Sales 
Manager, “how does that happen; you 
don’t handle the Runwell, do you?” 


“That’s a long story,” says Steve. “The 
Old Bird who has the Runwell here is an 
Old Time, Dyed-in-the-Wool salesman. 
He should be making his rounds with the 
sample case, but he’s trying to sell auto- 
mobiles instead. Can’t Savey anything 
to service but figures in Red Ink, but to 
show you he’s wrong give this Dump, 
which was built on service, the Once Over 
and then go down and take a Slant at 
his Emporium. Because he won’t service 
them, most of his customers come to m2. 
I Hand them their Money’s Worth, make 





them my friends and look out for their 
interesi. Recently we had a Scrip p.- 
cause he said I kept Runwells running 
too long, beating him out of his resales, 
but I call it looking out for my custom- 
ers, not his. He sells them a car and 
KXicks them Out, then he wants me tw sell 
them a little service and Kick them back 
to him, but I’m not that kind of Grasgs- 
hopper. After he kicks them out I con- 
sider them my customers, and it’s Up to 
Me to serve them. The only reason J 
service more Runwells than others is that 
the other dealers have their own service, 
but in spite of that 70 per cent of my 
service is on other makes than Runwell.” 

“How would you like to take over the 
Runwell Agency?” says the S. M. “Boggs 
has been steadily loosing ground and we 
have got to make a change. I am the 
Sales Manager and can speak with au- 
thority.” 


The Way the Wind Blows 


“So that’s the way the wind blows,” 
says Steve. “I wondered why you were 
interested in Runwell Service. Gosh, I 
never sold a new car in my life, but I 
never fell down on a job, either, and if I 
couldn’t make the Grade it would be lack 
of the right Gear Ratio rather than 
Horsepower. What would become of my 
70 per cent service on other cars? These 
owners would be apt to quit me if I tied 
up to one car, and the 30 per cent Run- 
well wouldn’t run this Dump.” 

“You forget your profit from sales; you 
are inclined to look upon sales the same 
as Boggs does upon service and, besides, 
think of the new car prospects you have, 
among the 70 per cent. A regular pre- 
ferred list of owners who come to you 
because they are dissatisfied with their 
Own service stations.” 

To make a long story short, Steve did 
sign up, but with the understanding that 
Boggs should be allowed to make other 
connections before the announcement 
was made. This would also give Steve 
time to build the showroom that he had 
foreseen the use for and for which he 
had left the space. He rushed the build- 
ing with all possible speed and got it in 
shape to use as soon as the announce- 
ment was made. His friends were all 
Tickled Silly over the deal and he made 
more sales than he could deliver in spite 
of the lateness of the start. Many bought 
now because they had always liked the 
Runwell but wouldn’t buy because there 
was no dealer service. With Steve both 
selling and giving service, they knew 
they were safe. 

Moral: It’s the Fast Worker 
Stays With the Game. 
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